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As one of the life style for the modern humans, travelling is accepted and loved 
by more and more people. The research on the tourists’ consumer behavior is being a 
research hotspot gradually. Most of the existing research comes from the perspective 
of economics and psychology. In accordance with the behaviorism research train of 
thought, they specializes in the process of tourist consumption rather than  exploring 
cognitive and behavioral rules for Chinese tourists. On the cause of particularity of 
Chinese consumer behavior, values are deep-seated factors, and Mianzi is very 
important among them. Can Chinese gain Mianzi by traveling?  If so , what is the 
connotation of tourists’ Mianzi? How could  it built  up?  Will Mianzi affect the 
behavior of tourists？ 
Regarding "Mianzi" as the core concept which is one of the Chinese traditional 
culture values, this dissertation discusses the connotation, the construction of tourists’ 
Mianzi and influence on behavior intention, from the view of consumption sociology. 
Based on it, this dissertation tries to response to "what particularity do the Chinese 
tourists have on cognitive and behavioral ".The study uses both qualitative research 
and quantitative research. The main conclusions are as follows: 
First, the study has discovered the structure of Mianzi on Chinese tourists, which 
has four dimensions: consumption-based, cultural capital-based, relationship-based 
and personality-based. Consumption-based Mianzi mainly derived from high 
consumption in the process of tour. Its distinctive characteristics are materialism and 
hedonism. Cultural capital-based Mianzi mainly derived from abundant touring 
experience, which purport is for spiritual aspect. Relationship-based Mianzi is mainly 
from the construction of harmonious interpersonal relationships. Personality-based 
Mianzi mainly derived from maverick activities while traveling. Comparing with 
usual state of Mianzi, tourists’ Mianzi both has inheritance and obvious difference, 
and thus formed the particularity of tourists’Mianzi. 
Secondly, this study explains the cause of tourists’Mianzi from the perspective of 
macro and micro. For macro aspect, the Mianzi of tourists reflects the value 
identification in essence, which is influenced by the change of the times. The 















and the hedonic lifestyle, which is influenced by the values of the consumerism. 
Relationship-based Mianzi is a continuation of production mechanism of Chinese 
traditional social relations in the new period. It is influenced by the traditional power, 
in order to maintain and increase social capital and is also closely related to Chinese 
tourists action unit. Cultural capital-based Mianzi is closely related to the needs of 
contemporary, and is a continuation of the tradition which attaches great importance 
to the culture. Personality-based Mianzi is inspired and influenced profoundly by the 
postmodernism. For micro aspect, tourists’ Mianzi experienced from material 
identification to cultural identification. Through the psychological effect, which 
expresses similarities and difference, the individual has constructed Mianzi depending 
on certain medium. 
Thirdly, taking tourism shopping as an example, the study has explored the 
influence of Mianzi on the behavior intention of tourist. The results showed that 
behavior attitude, being consistent with groups and the consciousness of Mianzi has 
positive influence on the tourism shopping intention. Mianzi consciousness on 
influencing tourism shopping behavior has different effect on male and female. Male 
affected by dual influence of gain and loss of mianzi consciousness, while female 
mainly affected by the consciousness of gain mianzi. 
The innovation of this study lies in two aspects: research perspectives and topic. 
First, this study has used the theoretical perspective of consumption sociology. It is 
not only for the practical need, but also compensated for the previous domestic 
research which mainly adopts economics or psychology perspective. Secondly, the 
innovation lies in topic. One is to reveal the structure and the connotation of Chinese 
tourists’Mianzi. On the basis of this, we try to response to "what particularity do the 
Chinese tourists have on cognitive and behavioral ". The second is to explain the 
cause of the tourists’Mianzi.  The third is exploring the influence of Mianzi on the 
behavior intention of tourist, taking tourism shopping as an example. 
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